Introduction
Brand value estimation is a relatively new concept. It has been studied since the beginning of the 90's and is becoming popular as marketers are pressured into evaluating a nd proving the effectiveness of their strategies. In high-tech markets, where the conditions are constantly changing and this week's offerings may be completely replaced by next week's, brand is becoming a very important asset for firms. Customers often cannot follow all the changes due to the dynamism of innovations in high-tech markets, and brand is often the starting point for evaluating what's out there.
The question is, how to evaluate brand attitude? It is an intangible concept, subjective by nature.
How to measure its effects? Is it really relevant in determining the performance of a company and ultimately its market value?
The main article of this review presents a model for estimating the value relevance of brand attitude in high technology markets. The importance of this model is that it proves the relationship between brand attitudes and stock performance (which of course is a measure of company value).
The remaining 5 articles all show different approaches to brand value estimation and determinants. Knapp (1999) talks about the importance of the branding and brand management aspect. In the article, the author notes that like any other asset, a brand must be monitored and closely guarded as it creates stockholder value. Barth and colleagues (1998) focus on the benefits of having a well-established brand name. They also present the two key determinants of brand value. Lemon and colleagues (2001) present a framework that helps put a value on customer relationships, and which helps marketers identify which of three key aspects is the most determinant in their particular firm or industry. Dias and colleagues (2002) present a statistical study aimed at proving two aspects of consumer based marketing: that customers are not all the same, and that they do not react the same way to marketing efforts. While the results may seem obvious, this article is interesting because it helps quantify these aspects.
Finally, a commentary by Schrage (2000) explores the effect of stock value on brand attitude, which just goes further to prove the relationship between the two concepts. 
Article Reviews

Intangible assets
Accounting measures cannot adequately explain a firm value, as they do not include intangible assets: § Brand § Information technology § R&D capabilities
The firm value has little relationship with current term financial measures. However, building the firm value means expense of the current term financials.
Big question
Authors refer to question: which non-financial measures have value relevance, that is, provide incremental information to financial data.
As there was no previous study on the value relevance of a brand attitude, they objective was to find how far brand attitude help predict future earnings and thus the firm value in high tech markets. "Brand attitude is the most abstract and highest level of brand association (Keller 1993)".
High technology markets can be characterized by high degree of dynamism. Firm is only as good as its latest new products and a brand reputation have reduced impact. On the other hand, buyers often find it difficult or impossible to evaluate and compare competitive offers and it is brand name that people come to trust.
Findings
Authors find that changes in brand attitude are associated with stock return. Stock market participants incorporate effects of the brand attitude on accounting performance in current stock price. Moreover, changes in the attitude affects sales what have direct impact on financial results.
When a shock to brand attitude occurs in period t 0 , it induces a shock to expected future performance as well. Changes in brand attitude are not immediately reflected in changes in accounting performance. This lagged effect occurs when customers do not purchase every period.
Drivers of brand attitude
They identified 5 factors that were associated with substantial movements in the brand attitude (drivers of brand attitude): § New products. Only if they are dramatic and visible innovations supported with aggressive advertising, they will lead to a meaningful increase in brand attitude. § Products problems. Usually cause declines in brand attitudes, even in a case of strong brands (Mercedes A class, Nokia batteries explosions…). If problems concern flagship brand, attitude decline can also affect sub brands. § Change in top management. Often results in a strategy changes which have reasonable impact on the brand attitude. Moreover, the bigger credibility of managers the better for brand attitude (Steve Jobs back in Apple Computer). § Competitor actions. Competitors can cause decrease in our brand attitude by i.e. direct comparison advertising (Canon printers advertising against HP, hardly hitting HP). § Legal actions. If a company is accused and/or sentenced in a legal action, it induces a great reaction.
Acker and Jacobson find also that major advertising initiatives, not related to visible innovations, fail to cause a substantial move in the brand attitude and that increase in advertising expenditures do not systematically induce changes in sales. They also say that success based only on technology (that is, better specifications) is usually short-lived. It is the brand that is enduring and difficult to duplicate.
Although technology changes, brand can last indefinitely. Duane E. Knapp Risk management; Sep 1999; 46, 9; pg. 71 Many companies believe that their brand is secure simply because its name is well known. Knapp says that widespread public knowledge of a brand name is not the only measure of true brand equity.
Brand equity
Corporate branding
At the simplest level it is the mark of a company, a declaration of what it is and what it believes. it can also be considered as a promise of the company's quality, trust and value -which is communicated across wide range of audiences.
Poor or declining brand image is a significant risk to corporate earnings. Therefore managers should be guardians of brand equity. They must identify drivers of brand value, customer perception of the company and its products, and scrutinize corporate decisions for their impact on brand power.
Brands are consequently both assets and risks, whose effects on company's performance can be managed.
Dilemma
Sales and marketing executives may be tempted by quick gain on short-term profits, when using low price as motivator. By doing so, they may unknowingly sacrifice the integrity of the brand.
Discounted prices may seem like a sure-fire strategy to marketing managers, but in the long run, this strategy generally will backfire if it is the sole focus of differentiation.
Risk managers should monitor the brand and guard its role in creating value for all stakeholders.
Missed message
Many marketing campaigns poured money into efforts, which adversely affected earnings and share value. Same message can be communicated in quite a different way, causing different brand attitude:
"Always the right price, always!" "Expect more. Pay less" -6 -Every corporate action sends a message that either reinforces the brand and releases earnings power, or misdirect it and invites earnings risk.
The Forgotten Brand
Even formidable brands can loose distinction through poor management.
Familiar brand name doesn't mean it is distinctive one. Awareness without differentiation produces well-known names, which can become marginally profitable, but exhibit little loyalty and vulnerable to oblivion.
When it has happened, the brand no longer provides unique emotional and functional benefits for the customer. As a result, profit margin, market share and loyalty decline. Ultimately, the power of the brand dissolves, presenting a huge corporate loss.
Advice
In order to establish and maintain a strong brand, company must instill a clear, unwavering consumer perception of the distinctive emotional or functional benefits of its products and services.
The name means nothing, until consumers associate it with clear benefit.
The less distinctive these impressions, t he greater the risk that competitor's brand can gain a stronger perception, and competitive advantage.
At last, Knapp reminds, that consumer perceptions should be measured on a regular basis.
Brand values and capital market valuation
Mary E. Barth, Michael B. Clement, George Foster, Ron Kasznik Review of Accounting Studies; 3/1998, pg. 41-68
Intangible assets
Authors refers to different intangible assets (comparing to Acker and Jacobson): § Brand § Technology § Customer loyalty § Human capital § Commitment of employees These are the determinants of firm value. However, if they are internally developed, they lack recognition from U.S. GAAP (Generally Accepted Accounting Principles) as accounting assets. The basic reason for this is a concern whether their values are reliably estimable 1 . But on the other hand, in case they are acquired brands, same regulations recognize them and allow amortising 2 .
Estimation
One of the techniques for estimating a firm's brand equity is based on firm's market value (Simon and Sullivan 1993). The replacement cost of tangible assets is subtracted from the firm's market capitalization to estimate the value of intangible assets. After that, this value is apportioned into a brand value component, a non-brand value component (e.g. R&D, patents) and an industry component (e.g. regulations).
Brand
Can be defined (Keller 1997) as distinctive name with which the customers has a high level of awareness and a will to pay either higher than otherwise average prices or make higher than otherwise purchase frequency.
Authors lists benefits of a known brand name:
1 GAAP in some other countries than U.S. (i.e. Australia) permits recognition of the value of integrally developed intangible assets (Barth and Clinch 1998) 2 Over the estimated useful life ob brand, not bigger than 40 years § Greater loyalty from customers § Less vulnerability to competitive marketing actions § Less vulnerability to marketing crisis § Larger margins § More inelastic consumer response to price increase § More elastic consumer response to price decrease § Greater trade cooperation and support § Increased marketing communication effectiveness § Possible licensing opportunities § Brand extension opportunities
The net effect of these benefits is that a branded product potentially provides a firm with a higher level of operating earnings than does unbranded product.
Brand values arise from the present value of future cash flows, or earnings, expected to be generated by the firm's brand name.
However, aut hors remind that not all expenditures made in promoting a brand result in increase in brand value. Advertising program that misfires can, at best, have a minimal effect on sales and, at worst, turn away existing or potential customers.
Brand value
It is a derivative of two factors:
Net brand-related profits
It is the estimated after tax operation income of a brand minus what could be earned on a basic non-branded version of the product 2. Brand strength multiplier 3 , consists of seven components § Leadership -brand's ability to influence its market § Stability -the ability to survive § Market -the brand's trading environment § Internationality -ability to cross geographic and cultural borders § Trend -ongoing direction of the brand's importance to its industry Taking all these together, we can say, that the brand value estimations capture information that is relevant to investors and are sufficiently reliable to be reflected in share prices and returns.
Authors remind that brand value is potentially also relevant to evaluation of the brand manager's performance.
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They also assume that, in general, brand value does not depreciate over time so fast like a factory or machine. In their article, Lemon and colleagues (2001) address the drivers behind firm growth. They explain the concept of customer equity and its importance on the value of a firm. The framework they propose, Customer Equity Diagnostic (see appendix A) helps managers determine what is most important to their customers and to identify the firm's critical strengths and hidden vulnerabilities.
Customer equity is defined as "the total of the discounted lifetime values of all the firm's customers" (Lemon et al. 2001) . It is an important influence on the value of the firm, because customers provide the most reliable source of future revenues and profits. Hence its importance in marketing strategy. It is also a complex concept, because of the underlying drivers, which work together to create customer equity. These drivers (value equity, brand equity and relationship or retention equity) are independent concepts but they work together to enha nce or diminish a company's customer equity.
Value equity is defined as the customer's objective assessment of the utility of a brand. A customer bases his or her evaluation on perceptions of what is given up for what is received. As the authors put it, there are three key levers, which influence value equity: quality, price and convenience.
Therefore companies can influence value equity by emphasizing or downplaying these key levers.
Band equity is built through image and meaning, it is defined by the cus tomer's subjective and intangible assessment of the brand. A brand serves three roles, all of them subjective: it is a magnet to attract new customers, it is a reminder to customers about the firm's products and services, and it is an emotional tie between the customer and the firm. The three key levers of brand equity then are brand awareness, attitude toward the brand, and corporate ethics. The first two are self explanatory, but corporate ethics is not so obvious. Corporate ethics include specific actions from the company that can influence the consumer perceptions of the firm, such as community involvement, donations, privacy policies, employee relations, etc. These actions can serve to build a strong image with the consumer, thus increasing brand equity.
Relationship equity refers to the tendency of a consumer to stick, or remain loyal, to a brand. The company through loyalty programs, special treatment, affinity programs, community-building programs and knowledge-building programs can influence this aspect. Loyalty and special treatment programs are common in the airline industry, as well as supermarkets with their discount loyalty cards. Affinity programs seek to create strong emotional connections with customers, and include personalization. Community-building programs are used as a tool to link consumers of the brand with other consumers. Knowledge-building programs are used by the companies to gain knowledge about their consumers so that the customer's experience may become more personalized. These aspects are all designed to create bonds with the customer, which can also serve to reduce costs.
The question is, what is the key driver in a specific industry or company? It depends on the industry, and this is where the framework of the authors comes into use. Determining what is the most important driver of customer equity will depend on characteristics of the industry and the market, such as market maturity or consumer decision process, which is why determining de critical driver for a company is the first step in building a customer-focused marketing organization.
For instance, value equity matters most when there are differences between competing products; that is, a firm can grow its value equity by influencing customer perceptions of value. Also, value equity is important in purchases with complex decision processes, as well as Business-to-Business purchases.
Brand equity, in contrast, is more important for low-involvement purchases. It is also essential when the use of the product is highly visible, that is, the brand becomes a sort of identity or symbol of the consumer. Brand is also important when purchasing goods whose quality is difficult to evaluate prior to consumption.
Relationship equity is influential when there are benefits for the customer, which are appreciated or can be aspired to through loyalty (such as frequent flyer programs, which offer benefits through accumulation of frequent flyer miles). Also, relationship equity is important when there is a community associated with the product or service, which is as important as the product itself. Third, relationship equity is key when it is beneficial to create learning relationships with customers (tracking preferences, etc.). And fourth, relationship equity is important in cases where customer action is actually required to terminate the service (for instance book clubs, insurance, internet service providers). In these cases, inertia helps make the relationship more solid.
In conclusion, the authors strip a customer's choice to do business with a company to three fundamental reasons. One, it offers better value. Two, it has a stronger brand. Three, switching away from it is too costly. Which motivator is the most important is up to the marketers to find out.
Customer equity is a powerful new approach to marketing strategy. It no longer focuses on the product, but instead focuses on growing the long-term value of a firm through customers. This article by Dias and colleagues (2002) provides an analytical approach for evaluating customer value and the effectiveness of marketing activities. The uniqueness of their evaluation scheme is that it fuses both macro and micro level key performance indicators (KPIs), that is, it analyses the influence of brand an market drivers (macro) at a micro-behavioral level.
Understanding the drivers of customer value: the fusion of macro and micromodeling
Traditionally, marketing evaluation has been done through econometric modeling, however the authors note that this method is limited because it implies that all sales are the same. This is a fallacy, considering that not all customers are created equal. Even if sales are the same, different customers form distinct relationships, which represent differing values to the company.
Moreover, it is important to note that a customer offers more than economic value to a company.
Referrals, referenceability, product innovation and the ability to learn from customers all add to the shareholder value derived from the customer relationship.
Hence, it is important to understand an individual's pattern of consumption in the context of the total sales figure. This will facilitate the development of marketing strategies that will maximize shareholder value, and it will also allow for the evaluation of these strategies' impact on marketing.
The authors note that while the importance of these micro-level consumer behavior variables are recognized and used in the development of marketing strategies, they are still largely ignored in the evaluation of the strategies 6 . This deprives marketers of valuable knowledge, because they do not only need to know that what they did last time worked, but they must understand why it worked to gain insights for future strategy development.
Their study is a statistical analysis of a simple market, which is hair-colorant for women in the U.K.
However, their main focus is in analyzing both the macro-and micro-level indicators. As such, they analyze both the consumer's purchasing behavior and household information (micro-analysis),
followed by an econometric (macro-analysis) study that focuses on sales value. It analyses the relationship between brand demand and the drivers of brand demand (such as impact of promotions, price). The details of the study are beyond the scope of this report.
The authors point out that through the fusion of the two analyses, it was possible to understand the drivers of customer value. Moreover, it was possible to gain valuable insights on the hair colorants market. Through this analysis, the authors were able to prove that:
• Not all customers are the same. They all represent different current and potential value to the brands (companies).
• The contribution of different variables in the marketing mix has different impacts on different customer segments; that is, not all customers react the same way.
• For the hair colorant category, the brand loyal customers are less motivated by promotions but are influenced by brand advertising; and brand switchers are motivated purely by promotions.
The insights gained are very valuable. While they seem obvious, thanks to the analysis they can be quantified. Hence, marketers can us the data to know accurately how the demand drivers at the customer (micro) level influence sales, which is even more useful to plan and optimize brand strategy in the future.
Understanding of these variables provides a distinct competitive advantage, as they enable marketers to optimize marketing strategy. It also allows them to conduct a comprehensive analysis of the profitability of consumer marketing. It goes deeper than just answering the question "Is my marketing spend effective?". However, the author notes that nowadays market fluctuations and stocks are covered very intensely in the news and media, which is why personal finance is becoming a sort of pop culture among many consumers in America. Boom and bust stories about Amazon.com and Priceline.com are very well known.
The author points out that CEOs must never underestimate their consumers. As he points out "Most dot-com consumers aren't morons. They know how to click: They know how to read. They know what's on CNBC. They invest. They gossip about investments."
The outcome: the brand equity of dot-coms is directly influenced by their market equity. The more problems revealed about a dot-com, the more cautious customers become when buying online. In contrast, the sales of Tide and Crest don't fall when Procter & Gamble have stock issues, but that is because it is a very established and diversified market of consumer goods.
Synthesis
The central article in this review deals with a key aspect in marketing: does brand attitude, mainly brand equity, have an effect on the overall value of a company? This is not an obvious question, because company value can be reflected in many ways: its shareholder value (stock market), accounting results, etc. Therefore, brand attitude may not show up as an obvious, tangible result.
Determining the role of brand attitude in company value has to do with the all-important question:
is my marketing spending profitable? Although views on marketing have evolved from productbased to customer-based attitudes, it still remains well known, that marketing related expenditures are not significantly positive related with improvement of brand attitude. Higher expenses usually result in short-term higher sales, but rarely create long lasting feelings.
Because brand attitude is intangible, the answer to this question must go beyond the immediate results (for example financial) and focus on the long-term benefits that developing a brand-name and brand-attitude will have in the overall performance of the firm. For the marketer, this means a deeper understanding of the customer. A deeper knowledge of the consumer will lead to more accurate and efficient actions, which in turn help create brand value and ultimately lead to higher company value.
There is a key difference that must be understood between traditional markets and high-tech markets. High-tech markets are highly dynamic and fast paced, and because of this, brand attitude can be quickly built and just as easily quickly destroyed. Marketers should be aware of a very important fact: even though technology changes, a brand attitude can have a long lasting effect on future performance.
Companies can therefore quickly switch from one branding-strategy to the next, which must be done carefully so as not to deceive customer perceptions. The branding strategy of a digital-camera manufacturer may be "exclusive pricing, with the latest features and best technology". Just as easily, the following season it may switch to "affordable generic technology for everyone" in order to capture a bigger market share. This will cause conflicting brand perceptions among its customers, and the damage may be greater than the benefits earned. Therefore it is more important now than ever for firms to concentrate on their core-competencies and develop a branding strategy based on them.
The conclusion that can be drawn upon reviewing these articles is that brand attitudes and brand equity developed through marketing efforts have an important effect on company value. Market value and brand value, although separate concepts, cannot be isolated from each other, as they definitely have influence over each other.
